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Health and Wellness tourism is one of the major sectors of tourism worldwide, which is con-
stantly growing. This tourism sector in question is one of the sectors that are constantly de-
veloped in Finland and, therefore, the aim of this thesis is to bring new Health and Wellness-
package on the market, where the main users are groups of international business tourists. 
 
The theory part aims to bring understanding of what is Health and Wellness tourism, as well 
as business travel and tourism. Definitions of both terms are thoroughly discussed and market 
size of each sector is introduced. Specific attention is paid to market size and specialties of 
both Health and Wellness tourism and business travel and tourism in Finland. 
  
The research part of the thesis examines the kind of services business travelers and tourists 
use during their stay in Finland and how much they use and are interested in Health and 
Wellness-products and services. The research method is qualitative research and the data col-
lection method is semi-structured interviews, which are conducted to four different hotels. 
Research results are thoroughly reviewed and analyzed with the help of SWOT-analysis meth-
od. The results show that, at the moment, the demand among business tourists and travelers 
toward Health and Wellness-products and services is relatively low, because the above-
mentioned tend to stay for quite a short period of time and they have a very tight work 
schedule. 
 
Nonetheless, at the end of this thesis the Health and Wellness tourism package example is 
presented. Writer sees that it is one way that could help to extend the supply of Health and 
Wellness-products and services around Finland, and hence, develop this tourism sector fur-
ther. 
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 1 Introduction
 
During the recent years, business life has gone through many changes and from employees’ 
perspective the content of work has become more demanding, diversified and all-round, even 
as requirements and expectations of individual’s level of know-how have risen. At many 
workplaces, the number of employees has diminished which has led to increased amount of 
workload for the ones who still remain employed. Globalization and the expansion of many 
companies’ business operations to several countries, has increased the demand for business 
travel. According to the survey that was conducted by Statistics Finland from June to Sep-
tember 2014, one million domestic business or meeting trips were made by Finns. Moreover, a 
little more than 1,6 million of all the international tourists who visited Finland in 2012 were 
here, due to the business related matters. Business trips increase the amount of stress and 
work burden of employees, which can deteriorate their success. Hence, the concept of occu-
pational wellness has drawn a lot of attention, as with good occupational wellbeing the em-
ployee is more likely to be more satisfied and committed to his or her work, encouraged to 
put an effort more and the productivity and quality of work results are more likely to become 
better. (Jänkälä, Kangastie, Rahkola, Tekoniemi-Selkälä, Tolvanen 2010; Holloway, Hum-
phreys 2012; Statistics Finland 2014) 
 
One way that could help improve occupational wellness at workplace is to organize a recrea-
tional programme for employees, which has characteristics of Health and Wellness-products 
and services. Because of the current economic situation in the world, it is understandable 
that, at the moment, it is quite challenging for employers to find extra money which could be 
used on organizing trips for employees with the sole purpose to improve their health and 
wellness; but as nowadays the business world includes a large number of business trips, it 
would be a mutually worthwhile situation for both sides if employees could be allowed to en-
joy some Health and Wellness-services during their hard and stressful trips. (Jänkälä, Kan-
gastie, Rahkola, Tekoniemi-Selkälä, Tolvanen 2010) 
 
Health and Wellness-products are quite often offered as packages that consist mainly of visits 
to the spa, bathhouses, health resorts and wellness centres, with different activities and in-
dulgence treatments there. These products are often provided with the utilization of hot 
mineral springs, hot springs and geothermal springs. Nevertheless, Health and Wellness-
products have a variety of other services such as, supervised and voluntary exercises, recrea-
tional and relaxation services, thermal baths with balneotherapies and hydrotherapies, mas-
sages, aromatherapies, relaxing sauna visits, services of doctors and nurses and lectures on 
exercises and nutrition. Health and Wellness-products are mainly offered in the countryside 
or among the nature and near water, but some can be also found in cities. Combining all this 
information together, the aim of this thesis is to develop a new kind of Health and Wellness-
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package for groups of international business tourists. (Matkailun edistämiskeskus 2005; Erfurt-
Cooper, Cooper 2009; Suontausta, Tyni 2005) 
 
The research part of the thesis examines what kind of services business tourists and travelers 
use during their stay and what is the demand for Health and Wellness-products and services 
among them. Qualitative research is used as a research method for this thesis, because it is 
typical for a qualitative research method to examine a small number of instances thoroughly, 
which allows the researcher to gain in-depth understanding of the topic. For a data collection 
method semi-structured interviews were chosen, and four different hotels took part in the 
interview process: Cumulus Airport, Rantasipi Airport, Scandic Simonkenttä and Radisson Blu 
Plaza Helsinki. After the analysis of collected research results, in the end of this thesis a new 
kind of Health and Wellness-package is presented which can be freely used partly or in its 
entirety by service providers and hotels in the future. (Hammersley 2013; Flick 2014) 
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2 Health and Wellness tourism 
2.1 Definitions 
Health and Wellness tourism is a quite complex concept and a way to understand it better, is 
to scrutinize it in components. World Health Organization (WHO) defines health as: “a state 
of complete physical, mental and social well-being and not merely the absence of disease or 
infirmity.” This definition was approved in 1948 and has not been changed or been updated 
significantly since, whereupon WHO has been confronted with some amount of criticism. Na-
tional Wellness Institute states that: “Wellness is an active process through which people be-
come aware of, and make choices toward, a more successful existence.” According to World 
Tourism Organization (WTO) tourism is travel of people who go outside of their regular milieu 
and remain there for maximum of a year. The purpose of the trip can be related to, for ex-
ample, leisure time, meeting relatives and acquaintances, business matters, health care or 
religious reasons. Different activities, with possible resultant expenses, that people use dur-
ing their stay are also part of tourism. Consequently, it can be concluded that Health and 
Wellness tourism is associated with people who travel outside of their regular milieu because 
they are willing to maintain and advance their health and wellbeing, prevent diseases, reduce 
stress and boost energy and vitality. (World Health Organization 2014; National Wellness Insti-
tute, Inc. 2015; World Tourism Organization 2015; Global Wellness Institute 2014; Matkailun 
edistämiskeskus 2005; Erfurt-Cooper, Cooper 2009) 
 
According to some scholars, Health and Medical tourism are each other’s synonyms, others 
see these two as totally separate niche tourism markets, but according to the majority, Medi-
cal tourism is one division of Health tourism. From now on, in this thesis Medical tourism will 
be considered as a subdivision of Health tourism. Health tourism is travel associated with all 
trips that people take outside their regular environment in order to improve, maintain and 
advance their health. The tourists in this sector usually take part in treatments, procedures, 
courses and other services that do that. Health tourism is more about elevating one’s general 
health and condition, while Medical tourism refers to trips that are taken in order to receive 
a full range of medical services, or to get specific procedures, such as, knee or hip replace-
ment, heart surgery, cosmetic surgery, dental care, plastic surgery, elective surgery and fer-
tility treatment. Medical tourists are quite often unwell and they are seeking a cure for their 
disease and are motivated to travel to another country because treatment can be either 
cheaper there, or of a higher quality. Besides, in another country treatment can be received 
faster or in some countries there is a lack of some specific treatments. Medical tourism’s 
products are targeted towards curing symptoms of disease or to eliminate a person’s un-
healthy condition. (Erfurt-Cooper, Cooper 2009; Kumar 2009; Suontausta, Tyni 2005; Mat-
kailun edistämiskeskus 2005; Lunt & al. 2011) 
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The word wellness is a combination of the words well-being and fitness and it stands for an 
active process toward a lifestyle which is all about good health, fitness being part of physical 
well-being, beauty, relaxation, mental activity and the harmony between a person’s physical, 
mental and spiritual aspects. The well-being of the whole individual is the main focus of this 
tourism sector. Wellness tourism is travel associated with trips that are made in order to pre-
serve and promote health, to preempt from becoming ill, as well as, to revive and maintain 
the well-being of mind, soul and body. Wellness trips are quite often considered as a type of 
optional medicine that can decrease or even deprive entirely the need for medicaments and 
traditional treatments. Moreover, they usually contain cultural experiences and they are 
known for high-class locations, atmosphere, individual service, selection of products and the 
personnel’s professional skills. Indulgence and luxury elements usually go with these trips. 
Quite often people who decide to take Wellness trips are already into wellness related activi-
ties at home, such as, yoga, meditation and massage. (Erfurt-Cooper, Cooper 2009; Global 
Spa Summit 2010; Matkailun edistämiskeskus 2005; Suontausta, Tyni 2005; Smith, Kelly 2006)  
 
As Health and Wellness tourism started to draw attention among people, it increased the 
amount of scientific and non-scientific information about the topic, including even presump-
tions and beliefs of ordinary people. When the data is so checkered, customers might be quite 
confused about what to anticipate from Health and Wellness trips. However, even though cus-
tomers are not really sure what they are signing themselves up for with Health and Wellness 
trips, they still tend to try them because of willingness to enjoy some time in a peaceful and 
calming environment, delight of comfort and being offered high-class personalized services, 
as well as, the willingness to sense a feeling of safety and being cared for. Quite often Health 
tourism is seen as an umbrella term and Wellness tourism is in this case its subclass. Even 
though these two sectors are quite often mixed up and used as each other’s synonyms, some 
clear differences can be noticed. While Health trips usually concentrate on healing from dis-
eases or illnesses, but usually include all kinds of exercise, excluding extreme ones, Wellness 
trips are made in order to prevent illness with the help of different methods and they are 
combined with light exercises that help the person to refresh oneself. Sometimes, it is said 
that only healthy people go on Wellness trips and they voluntarily head for a vacation, while 
Health tourists are “forced” to take a trip because of their health and general condition. 
However, this is a very restrictive classification as both Health and Wellness tourists might 
end up using the same services. From the point of view of product providers, the supply of 
products and services is from the beginning targeted for both groups. (Erfurt-Cooper, Cooper 
2009; Suontausta, Tyni 2005; Matkailun edistämiskeskus 2005) 
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2.2 History and statistics of Health and Wellness tourism 
The history of Health and Wellness tourism in Europe can be traced down to the ancient 
Greek and Roman cultures when the upper class was visiting bathhouses, thermae and places 
alike. Besides, in the other parts of the world, the utilization of Health and Wellness-products 
and services started thousands of years ago, when in Asia people enjoyed hot baths and prac-
ticed ancient philosophies of Taoism and Buddhism, in Japan people traveled to Onsen, which 
is a traditional hot spring bathing facility, in India people practiced Ayurveda, which is a tra-
ditional medicine in the ancient Hindu culture and in Mayan culture people tended to visit hot 
rooms, that equate for modern saunas. Amount of beach vacation trips grew in the 19th cen-
tury, even as a nurturant effect of minerals and sea water was discovered again, which led 
Health trips with visits to bathhouses into popularity. At the same time, bathhouse and sauna 
culture in Finland started to evolve because of its increasing popularity among the Russian 
nobility. At first, when the interest toward Health and Wellness tourism was rediscovered, 
services were mainly offered for the upper class and this tourism niche market was consid-
ered to be a luxury type, but nowadays services are available for all kinds of customers. Even 
though Health and Wellness tourism has really long roots, it has received an acknowledgment 
worldwide not until the end of the 20th century. This tourism sector is often associated with 
visits to places where the natural resources, such as, mineral water and climate are being 
benefited, visits to spas, places that offer medical services, intentional weight loss clinics, 
places where one can quiet down and places where the naturopathy is practiced. (Matkailun 
edistämiskeskus 2005; Erfurt-Cooper, Cooper 2009; Global Spa Summit 2010; Global Wellness 
Institute 2014) 
 
The reasons that drive Health and Wellness tourism to popularity could be aging of the popu-
lation, as from year 2000 to 2050 the number of people aged 60 and over will double, but at 
the same time average lifetime of the population in the industrialized countries will rise, and 
this elderly population will be healthier, more active, more aware of current trends and 
wealthier. Besides, an unhealthy and stressful lifestyle is more common and over half of the 
working people experience more stress in their workplace than in the past; meaning of health 
and well-being as individual’s personal values is rising, amount of obesity and mental health 
problems, as for example, depression, has grown and people are searching for new experi-
ences and optional medicine. There are some advantages that this tourism sector has in com-
parison to others as it is not so dependent on season changes, because mainly all of the ser-
vices can be used year-round, and Health and Wellness-services are quite easy to offer as a 
package, when it also brings more revenue to the provider. Health and Wellness tourists can 
be either traveling only because of the above-mentioned reasons, when they are categorized 
as primary-purpose Health and Wellness tourists, or they can be as well traveling with other 
motives and do some activities that are related to health and wellness during their trip, when 
they will be categorized as secondary-purpose Health and Wellness tourists. The largest seg-
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ment of Wellness tourism is secondary-purpose domestic wellness travelers and primary-
purpose international wellness travelers are the smallest segment. But as the first ones spend 
considerably smaller amount of money per trip, approximately 680 US dollars, whereas the 
second ones spend about 2066 US dollars per trip. (Matkailun edistämiskeskus 2005; Global 
Wellness Institute 2014; Suontausta, Tyni 2005) 
 
According to the statistics by Global Wellness Institute in 2012 Europe, North America and 
Asia-Pacific were the regions that had most Wellness tourism activity. In Europe there was 
203 million of trips, in North America 163 million of trips and in Asia-Pacific region 120 million 
of trips. Previous numbers indicate both inbound and domestic travel. The countries that re-
ceived most inbound international wellness tourists are United States, France, Austria, Ger-
many and Switzerland. In North America, 181,0 billion of US Dollars were spent on wellness 
trips, in Europe 158,4 billion US Dollars or in other words 115,3 billion euros and in Asia-
Pacific region 69,4 billion US Dollars. 63 per cent of the expenditures took place in United 
States, Germany, Japan, France, and Austria. Global Wellness Institute states that Wellness 
tourism has a lot of potential and will gain even more interest in the future. More than 50 per 
cent of the predicted growth in global Wellness tourism will happen in Asia, Latin America, 
and the Middle East or North Africa. It is estimated that European wellness market will grow 
by year 2017 with about 7,3 per cent every year. In 2012, top three European countries with 
the highest expenditure rates on Health and Wellness trips were Germany with 30,8 billions of 
euros, France with 17,6 billion of euros and Austria with 10,2 billion of euros. The above-
mentioned numbers indicate both domestic and international trips. Moreover, France re-
ceived 6,9 million international Health and Wellness tourists, Austria 5,7 million, Germany  
5,6 million and Switzerland 5,1 million. (Global Wellness Institute 2014; Global Wellness 
Summit 2015) 
 
2.3 Health and Wellness tourism sector in Finland 
According to Statistics Finland, from 2008 till 2012 there was altogether 7,6 million of foreign 
tourists in Finland. In 2012, the biggest groups of tourists were passengers from Russia with 
almost 47 per cent, Estonia with 9,9 per cent and Sweden with 9,2 per cent. In numbers it 
means that almost 3,6 million of Russians visited Finland, 758 000 Estonians and 702 000 
Swedes. In year 2013 Finnish Commerce Federation accomplished a survey that researched 
customers from Russia in Finland. During the survey, 7 282 individuals, who were at least 15 
years old, were interviewed about the reasons that attract them to travel to Finland, what 
did they do while they stayed here and about their shopping. Interviews were accomplished 
on the border-crossing points in Imatra, Nuijamaa, Niirala and Vaalimaa, in the train between 
Vainikkala and Helsinki, as well as, in Helsinki harbour and Helsinki-Vantaa airport. Survey 
shows that 60 per cent were here to see to city attractions, art exhibitions or museums, and 
concerts, opera or ballet; 54 per cent were here because of downhill skiing, cross-country 
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skiing, swimming and hiking opportunities, 39 per cent of participants were attracted due to 
Finnish nature and national parks, 27 per cent wanted to visit spas and 18 per cent were here 
for a cottage holiday. The respondents were allowed to mention more than one reason. All 
the above-mentioned activities have Health and Wellness tourism’s characteristics, which al-
lows thesis’ writer to interpret that in Finland there is a demand for services from this sector 
among, at least, the current biggest passenger group. (Statistics Finland 2013; Kaupan liitto 
2013) 
 
In Finland, Health and Wellness tourism is all about diverse activities that are based on expe-
riencing sauna, relaxing, peace, as well as, multifaceted cultural activities and events. Health 
and Wellness tourists are interested in coming here because of Finland’s nature, waters, for-
ests and wilderness and especially the activity opportunities that previous can offer. As sauna 
is always associated with Finland, in the future, one of the great activities that could be of-
fered to tourists as unique Finnish product is Sauna Yoga. It is series of exercises that are per-
formed while sitting on the benches in 50 °C pre-heated sauna. One session lasts for 30 
minutes. It is good for health, as Sauna Yoga strengthens muscles, reduces stress and has pos-
itive effect on quality of sleep. Currently, cottage holidays, spas and hotels in the middle of 
the nature are the ones that interest the most. However, the supply of Health and Wellness-
products and services is mainly concentrated in the areas of Lapland, region of Kuusamo, 
Åland, Northern Savonia and Ostrobothnia. A true potential of what Finland has to offer has 
not been yet fully acknowledged and at the moment, overall visibility of Health and Wellness-
products in different marketing channels of service and product providers is quite faint. 
Therefore, Visit Finland chose Well-being tourism as one case that should be developed in 
Finland by year 2025. There has been formed a special strategy concerning the topic that dis-
cusses the importance of Well-being tourism and introduces objectives of the strategy and 
actions that should be put to use. (Visit Finland 2014; Saunayoga 2014) 
 
2.4 Health and Wellness-products and services 
A tourism product is an intangible service “product” that is based on customer’s subjective 
experience. Tourism organizations develop and offer tourism “products” to their customers 
by creating essential conditions that allow these products to come into being. Thus, customer 
him- or herself is taking part in the production process. These “products” are developed and 
consumed at the same time, they cannot be stored up, but they can be sold and bought, and, 
as follows, they have the certain price that customer is ready to pay. However, this service 
“product” includes combination of tangible aspects, transportation, accommodation, visits to 
attractions, activities at destination, as, for example, shopping. When customers purchase 
the product, they are doing kind of an investment, and in exchange for doing it, customers 
expect to receive different benefits for themselves. Customers are willing to use and spend 
their time and money on specific tourism “products” because they expect that those products 
 12 
will satisfy their own personal needs. Therefore, one challenge in this case, is to fulfill cus-
tomers’ expectations, and as tourism “products” tend to vary, it is hard to ensure that this 
aim is achieved equally successfully every time. In the product development of tourism 
“products” it is crucial to choose customer oriented approach and by recognizing expecta-
tions, needs, consumer behaviour and travel motives of the desirable target group, plan and 
develop services so that they form accomplished entirety. It is necessary to notice that some 
customers might have mixed motives for taking a trip and, in this case, product and service 
provider has to be even more prepared to respond to even higher and versatile expectations. 
(Suontausta, Tyni 2005; Global Wellness Institute 2014; Holloway, Humphreys 2012; United 
Nations 2010) 
 
Health and Wellness-products are quite often offered as packages that consist mainly of visits 
to the spa, bathhouses, health resorts and wellness centres, with different activities and in-
dulgence treatments there. An accommodation at some hotel is also included in the package. 
These products are often provided with the utilization of hot mineral springs, hot springs and 
geothermal springs. Nevertheless, Health and Wellness-products have a variety of other ser-
vices such as, supervised and voluntary exercises, recreational and relaxation services, ther-
mal baths with balneotherapies and hydrotherapies, specific cures, for example, slimming 
cures; naturopathies, massages, aromatherapies, relaxing sauna visits, mind control activi-
ties, services of doctors and nurses, lectures on exercises and nutrition, process of quieting 
down and cultural and nature experiences. As particular activities require the environment of 
certain kind, service providers strategically select a location for their business operation from 
the beginning. (Matkailun edistämiskeskus 2005; Erfurt-Cooper, Cooper 2009; Suontausta, 
Tyni 2005) 
 
Some Health and Wellness-packages have a specified purpose, such as, beauty vacations, an-
ti-aging vacations and healthy lifestyle habits vacations. The beauty vacations include, for 
example, an accommodation in four- or five-star hotel or spa, detergent and relaxing face- 
and body treatments, massages, baths, hair or nail care services and products, cosmetics, 
toiletries, light exercises, herbal drinks, possibly services of dermatologist, make up sessions, 
and advices and counsels on beauty. The aim of anti-aging vacations is to help customers to 
remain both physically and mentally active with the help of methodical treatment pro-
gramme, and they can include, for example, use of cosmetics or medicaments that help cus-
tomer to take care of the negative effects of aging and sometimes even cosmetic surgeries. 
As one example of healthy lifestyle habits vacation can be introduced “Quitting smoking- 
treatment”-package that is offered inter alia in France, when customers are accommodated 
in hydrotherapy center on half board basis, they can choose different treatments every day, 
they enjoy activities that improve physical condition and they take part in lectures and ther-
apy sessions that help to quit smoking. During all Health and Wellness trips the importance of 
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versatile and balanced diet is emphasized. There are distinct kind of entireties that naturally 
vary depending on a service provider, as well as, a country. Mainly Health and Wellness-
products are offered in the countryside or among the nature and near water, but some can be 
also found in cities. Packages can be found with different lengths, they can last from couple 
of days, with one night stay, and weekend-trips to several weeks. (Matkailun edistämiskeskus 
2005; Suontausta, Tyni 2005; Global Spa Summit 2010) 
 
Finnish Health and Wellness-package, example 1: 
• accommodation for 1 person or 2 persons 
• buffet breakfast 
• chocolate and a bottle of sparkling wine (0,75 l, alcohol-free option available as 
well) 
• entrance for 1 person or 2 persons to Flamingo Aquapark and to Spa & Wellness - 
area 
• free parking space in hotel 
• from 13th of February until 7th of March, free scheduled bus connection between 
hotel and spa 
• starting from 152 € / night 
(Restel Hotel Group 2015) 
 
Finnish Health and Wellness-package for groups, example 2: 
Kämp Spa Pampering and Indulgence Package: 
Package price 2-8 pax 120€ / 150 € / person. 
Package price 9-14 pax 135€ / 165 € / person. 
Package price 15pax or over  130€ / 160 € / person. 
The package includes: 
• Kamp Spa treatments for men and women (25min/50 min. separate groupmenu) 
• Spa Tapas platter 
• Piccolo bottle of sparkling wine / person 
• Use of the saunas and  heated divans before and after the treatment 
(Kämp Spa 2015) 
 
According to Ministry of Employment and the Economy in Finland, in 2012 there was 1 928 
companies, who offered solely spa, sauna and solarium services, and other services alike. The 
revenue of these companies was in that year 73 223 000 euros. In this sector, a company with 
the biggest revenue turned out to be Flamingospa Oy, which is located in Vantaa. As stated 
earlier that Health and Wellness tourism sector is concentrated now mainly on cottage holi-
days, spas and hotels in Finland, there are some things that could help it gain more interest in 
the international market. For example, in 2013 there was completed Finnish Nature Centre - 
Haltia, in Espoo. The architecture of this centre was inspired by Finland’s national epic, Kale-
vala’s mythology and the centre itself is the first public building which has been built com-
pletely of wood, moreover, it warms up and cools off using solar and geothermal energy. Hal-
tia presents nature from all over Finland with the help of different exhibitions and at the 
same time customers have opportunity to visit national park Nuuksio and enjoy hiking there. 
Visits to Haltia could be added to Health and Wellness-packages. Also, according to Visit Fin-
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land’s development strategy for Well-being tourism; in Finland, there are some international-
ly unknown traditional treatment services in wide use, which can be categorized under Health 
and Wellness category. A few will be presented next. (Ministry of Employment and the Econ-
omy 2014; Suomen luontokeskus Haltia 2015; Visit Finland 2014) 
 
A peat contains many beneficial constituents and peat face and body treatment is a good way 
to revive efficiently metabolism and the blood circulation of skin tissues, peel and moisturize 
skin, leaving it feeling smoother and more refreshed. Kalevala’s method of limb reparation 
(thesis’ writer’s own arbitrary translation), in Finnish kalevalainen jäsenkorjaus, is based on 
old Karelian traditional medicine. The method is named so because it appears in the imagery 
of Kalevala. The success of the method is based on balancing the kinetic chain of body’s sup-
porting structures and with the help of it, better mobility of joints and muscles is seeked. 
Muscles are formulated by opening a circulation of interstitial fluid. The treatment is espe-
cially good for the ones who do office work and it is suitable almost for everyone, excluding 
pregnant women or the ones who have osteoarthritis. Method Putkisto is Finnish body control 
method that has achieved international acknowledgment due to its great results on perfecting 
shape and model of a body. Method Putkisto is about deep dynamic stretching exercises and 
regularly practiced it can improve mobility, strength and functionality of a body. The above-
mentioned services can be considered as innovative products, and they can be utilized to di-
versify the assortment of Health and Wellness-products and services in Finland.  Earlier intro-
duced Sauna Yoga should also be integrated to Health and Wellness-packages. (Suontausta, 
Tyni 2005; YLE Etelä-Karjala 2011; Method Putkisto Finland Oy 2015; Visit Finland 2014) 
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3 Business travel and tourism 
3.1 Definition 
One can refer to the term business travel when one talks about the trips that are performed 
because they are related to traveler’s employment and business interests, as well as, the 
journey itself. Business tourists travel for many reasons, for example, they are willing to take 
part in different professional training courses and seminars, consulting sessions, exhibitions 
and trade fairs, product launches, congresses, meetings, conventions and conferences. The 
biggest differences between business travel and leisure travel are that in business travel, one 
way or another, choice of a destination or timing of the trip is not traveler’s own decision and 
while leisure travel usually takes places during the “traditional” holiday periods and during 
the weekends and is counted as one’s leisure time; business travel happens mainly outside of 
the “traditional” holiday periods, rather usually during the weekdays, from Monday till Fri-
day, and is counted as one’s working time. Also, as business trips are often arranged at short 
time notice, travelers need certainty of transport, accommodation and services. As the costs 
of the trip are covered by the employer, instead of traveler him- or herself, travelers are not 
that concerned of the resultant costs of the trips, as they would have been in the case of lei-
sure travel. Since business matters are remarkably important, it is unlikely that neither high 
prices will prevent trips from happening, nor will low prices urge bigger amount of the busi-
ness trips, which makes business travel quite price inelastic. However, from time to time the 
line between leisure and business travel is quite blurred, as it is quite likely that business 
tourists are interested to become involved in some leisure time activities, such as visiting city 
attractions once their official working day is over, or sometimes business tourists are even 
willing to spend couple of days before or after their official business trip to enjoy some free 
time at the destination; business tourists may be accompanied by spouse and/or children, in 
which case both spouse and children are leisure tourists, and, after all, both leisure and busi-
ness tourists can end up using the same services and facilities. Business trips can last only for 
one day, without even an overnight stay, or couple of days, or they can concern a prolonged 
period of time if in question is, for example, teacher exchange or short-term migration for 
employment. (Davidson, Cope 2003; Cook, Yale, Marqua 2010; Holloway, Humphreys 2012; 
Swarbrooke, Horner 2001) 
 
Some scholars see business travel as an umbrella term which can be subdivided into individual 
business travel and business tourism. The nature of work can obligate employees to travel, 
and while in some jobs travel is included as a regular activity, because otherwise the work of 
employees could not be performed, as in the case of journalism and politics, at the other 
workplaces business trips can be kept occasional. The business travel that is associated with 
the trips that are fulfilled to implement company’s business is termed individual business 
travel and most common reasons for these kind of trips are finding new customers, establish-
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ing new business contacts and contracts. Most companies have travel policies that regulate 
and advise how employees can and cannot use funds that the employer provides for the indi-
vidual business trips. Business tourism is a combination of group meetings, incentive trips, 
exhibitions and corporate hospitality. The term corporate hospitality refers to an entertain-
ment that company offers to VIP and potential customers by organizing, for example, sporting 
or cultural event. It is one way to bring new business value, as well as, to build a strong com-
pany-customer-relations. An incentive trip is a type of a trip that is granted to the employee 
who has performed own job in a meritorious way, for example, by winning a competition. By 
its nature, incentive travel is considered to be a leisure travel and, in that case, incentive 
trips have characteristics of both leisure and business trip. Incentive trips are used as a one 
way to increase employee’s productivity and motivation at work. Usually incentive trips are 
offered as package trips and employers are quite demanding as they expect that their em-
ployees will receive only the best service, but at the same time, they are willing to pay more 
for the trips. (Davidson, Cope 2003; Cook, Yale, Marqua 2010; Holloway, Humphreys 2012; 
Beaverstock, Derudder, Faulconbridge, Witlox (eds.) 2010) 
 
In lieu of using the term business tourism, this business travel’s subdivision is quite often ref-
erenced as the MICE industry. MICE is an abbreviation for Meetings, Incentives, Conferences, 
and Exhibitions and sometimes “C” stands for Conventions and “E” stands for Events. MICE 
travel usually concerns large groups that travel from one place to another in order to take 
part in different occasions which can be related to, for example, hobbies, profession and ed-
ucational topics. Planning and arrangement of both the trip itself and occasion are taken care 
of well in advance. The aims of meetings, conferences and exhibitions are usually to ex-
change ideas and information, educate the staff with new skills and techniques and discuss 
the future strategies. The difference between individual business travel and business tourism 
is that individual business travel is usually carried out alone and the destination of the trip is 
always “fixed”, as individual business traveler is traveling to a place where the client is. 
Business tourism is quite often carried out in a group, whether traveling together or meeting 
on the spot, as well as, venues for holding professional events and fairs, and the destinations 
of incentive trips usually vary. Besides, business tourism usually has more elements of leisure 
tourism than individual business travel. (MICEpoint 2015; Davidson, Cope 2003; Beaverstock, 
Derudder, Faulconbridge, Witlox (eds.) 2010) 
 
It is challenging to find a common definition for a group travel. However, if basing the defini-
tion on common descriptions among service providers, it can be concluded that most com-
monly 10 persons can form a group. As many tourism companies offer the full spectrum of 
services, the supply of group trips is on their service list. The group trips are package tours 
and are tailored according to customers’ wishes. Group travel bookings can bring specific 
benefits to group members, as, for example, certain airlines give groups possibility to change 
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names after first namelist was sent to them. Tourism companies take care of everything start-
ing from flight tickets, accommodation, transportation, to table bookings at restaurants, 
bookings of conference rooms and programme of the trip. When doing a group trip booking, 
group is billed communally per se, but exceptions can be made with surcharges. (CWT Kaleva 
Travel 2015) 
 
3.2 History and statistics of business travel and tourism 
Trade between communities is the one that inspired original business travel and tourism in 
the first place. Numerous products, such as agricultural products, clothes, tools and decora-
tive arts were transported from one place to another. In the medieval period, there were or-
ganized enormous trade fairs in towns and cities, which tempted at best tens of thousands of 
visitors, as in the case of French Beaucaire trade fair. Medieval trade fairs occasionally lasted 
for even several weeks, when visitors naturally used an accommodation and other services on 
the spot. In the Middle Ages, multiple business travel routes, communally referred as Silk 
Route, became widely well-known and used. Silk Route was a trade road between China, 
modern area of Russia, Ukraine and Kazakhstan, Central and Western Asia, India and Europe. 
It was used for transporting besides silk, glassware and jewelry also scientific inventions, ide-
as and knowledge. Even as Silk Route developed, restaurant and accommodation services 
were developed to respond business travelers’ needs. The other forms of business travel in-
cluded priests doing pilgrimage trips and soldiers traveling from one place to another to par-
ticipate in engagements. Between period of 1750 to 1900, the Industrial Revolution began in 
Europe, even as roads were developed and the railway was put to use. Consequently, travel 
became easier and boosted grow of business travel and tourism industry. Moreover, globaliza-
tion and expansion of many companies’ business operation to several countries, has increased 
the demand for business travel even further. (Swarbrooke, Horner 2001; Kuzmina 2008; Hol-
loway, Humphreys 2012) 
 
In 2013, there was altogether 1 087 million inbound international tourist arrivals globally. 
Most visited region was Europe, as 52 per cent of tourists headed there, 23 per cent were in-
terested to see Asia and the Pacific region, 15 per cent North, Central and South America, as 
well as the Caribbean, and both Middle East and Africa attracted 5 per cent of tourists each. 
In the same year, 14 per cent of all the international tourists stated that they were traveling 
because of business and professional reasons. Thus, there were approximately 152 million of 
business tourists. In 2013, there was organized altogether 2 181 exhibitions in Europe and 
they attracted 60,5 million visitors. The countries that hosted most of the exhibitions were 
France with 499 events, Turkey with 407, Poland with 215, Spain with 214 and Germany with 
198. The theme of 270 exhibitions was related to leisure, hobby and entertainment; 177 were 
about food, beverage and hospitality; 164 about textiles, apparel and fashion and 163 about 
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engineering, industrial, manufacturing, machines, instruments and hardware. (The World 
Tourism Organization 2014; UFI - the Global Association of the Exhibition Industry 2014) 
 
IMEX Group is a company that organizes worldwide exhibitions for incentive travel, meet-
ings and events. According to the company’s statistics, the exhibition that lasted three 
days in May 2014 in Frankfurt attracted in total 14 704 participants, including the exhibi-
tors. 66 per cent of the visitors came from Germany, 5 per cent from United Kingdom, 3 
per cent from Netherlands, from USA, Switzerland, France and Spain 2 per cent from each, 
and 18 per cent from the rest of the world. 14 per cent of the hosted buyers came from 
Germany, 10,5 per cent from USA, 10 per cent from United Kingdom, 7 per cent from Rus-
sia and 37,5 per cent from the rest of the world excluding Italy, France, Spain, China and 
Brazil. 69 per cent of the hosted buyers were from an agency. The exhibition in Las Vegas 
attracted 10 354 participants, including the exhibitors, during three days in October 2014. 
85 per cent of the visitors came from USA, 3,5 per cent from Mexico, 3 per cent from Can-
ada, 1,5 per cent from United Kingdom, 1 per cent from Brazil and 6 per cent from the rest 
of the world. 70 per cent of the hosted buyers came from USA, 6 per cent from Canada, 5 
per cent from Brazil, 3,5 per cent from United Kingdom and 6,5 per cent from the rest of 
the world, excluding China, Mexico, Germany, Argentina, Australia and India. 64 per cent 
of the hosted buyers came were from incentive house or agency. (Regent Exhibitions Ltd 
2015) 
 
In 2013, 9,5 per cent of the global GDP was a total stake of travel and tourism in the global 
economy. From that number, business travel’s spending share was 24,4 per cent. It has been 
predicted that business travel and tourism will grow in United States and in Asia Pacific re-
gion. However, the expenses of business travel and tourism, including airfares, hotel rooms, 
car rentals and arrangements of professional meetings and events, will rise globally by 8,6 per 
cent in 2015 and from European countries especially Germany is in for the biggest change 
with 10,6 per cent. In addition, business costs will increase significantly in Russia with 13,6 
per cent. Therefore, it is presumed that these changes can lead to an increased amount of 
domestic meetings, mid-priced hotels that offer Meetings and Events-services and places that 
require smaller amounts of deposit will become the most popular ones and use of social tech-
nology will rise further. (World Travel & Tourism Council; GBTA Foundation and Carlson Wag-
onlit Travel 2014) 
 
3.3 Business travel and tourism sector in Finland 
According to the survey that was conducted by Statistics Finland from June to September 
2014, one million domestic business or meeting trips were made by Finns. Moreover, 0,5 mil-
lion of Finns traveled abroad for business or meeting trips, and the number includes trips with 
overnight stays, cruises and one day-trips. The amount of domestic business trips has de-
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creased while the amount of outbound trips has grown 10 per cent compared to the last year. 
Twenty-one per cent or in other words a little more than 1,6 million of all the international 
tourists who visited Finland in 2012 were here, due to the business related matters. 9 per 
cent of those were in Finland on a transit trip basis. Even though earlier there is a mention 
about global rising expenses of business travel and tourism, it seems that it will not concern 
the airfare in Finland for now. On the other hand, in 2015 prices for the accommodation 
might grow with 0,8 per cent in upscale hotels and with 0,3 per cent in midscale hotels. (Sta-
tistics Finland 2014; GBTA Foundation and Carlson Wagonlit Travel 2014) 
 
In 2013, there was organized altogether 662 international congresses in Finland and they at-
tracted altogether 71 697 participants. A congress is categorized to be an international con-
gress when it has at least 10 participants, the participants are coming at least from two dif-
ferent countries, at least 20 per cent of the participants are from abroad and the congress 
lasts for at least one day. 132 congresses were organized with the theme of congress being 
related to agriculture, ecology and environment, geography, math and statistics, as well as 
science, and these attracted together 14 622 participants; 111 congresses were related to 
technology, computer sciences and architecture and attracted 10 021 participants; 97 con-
gresses were related to historical and social sciences, law, safety and security, and these at-
tracted 7 042 participants. The above-mentioned statistics indicate that those fields are the 
most popular ones for congresses in Finland. 288 congresses were arranged in Helsinki, 94 
congresses in Espoo, 74 in Tampere, 68 Turku and 42 in Jyväskylä. In the international list of 
the most popular congress cities in 2013, Helsinki was ranked 20th. In the same year, 74 exhi-
bitions were organized in Finland in cities of Helsinki, Hyvinkää, Jyväskylä, Kemi, Lahti, Oulu, 
Rovaniemi, Tampere and Turku. (Visit Finland 2015; Helsingin kaupungin matkailusivusto 
2014; UFI - the Global Association of the Exhibition Industry 2014) 
 
3.4 Occupational wellness 
During the recent years, business life has gone through many changes and from employees’ 
perspective the content of work has become more demanding, diversified and all-round, even 
as requirements and expectations of individual’s level of know-how have risen. In the result 
of globalization, many companies have expanded their operations abroad and thus, employ-
ees are involved in the co-operation with their foreign colleagues, which sometimes brings 
difficulties because of the cultural differences. At many workplaces, the number of employ-
ees has diminished which has led to increased amount of workload for the ones who still re-
main employed. Employees feel more often that their position is uncertain and unpredictable, 
and feeling of haste and stress is more common. Worst comes to worst, the prolonged stress 
can turn into the work exhaustion. Hence, the concept of occupational wellness has drawn a 
lot of attention toward itself. According to Anttonen and Räsänen, occupational wellness or 
well-being at work can be defined as: “Employees' physical and mental state, resulting from 
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the appropriate balance of work, environment and leisure time, their experience of the safe-
ty and healthiness of work, good leadership, competence, change management and the or-
ganization of work. It is also about how meaningful and rewarding a person finds own work. 
Professional skills and work control are the most important factors which promote well-being 
at work.” (Jänkälä, Kangastie, Rahkola, Tekoniemi-Selkälä, Tolvanen 2010; Anttonen, 
Räsänen (eds.) 2008) 
 
Occupational wellness is a multidimensional phenomenon which can be examined from many 
different perspectives. Finnish Institute of Occupational Health defines Workplace health 
promotion as “any activity which promotes employees' health and well-being at work.” It is a 
process that can be achieved through the co-operation of employer, employees and work-
place’s co-operation organizations, as for example, occupational health care. All of the pre-
vious should actively commit and take part in the process of planning. The aim of Workplace 
health promotion is to advance, maintain and support physical, mental and social working 
ability of any individual who is in a working life, during all periods of one’s career; develop 
healthiness and safety of working environment, as well as, the work community. According to 
the studies, well carried out Workplace health promotion supports preservation of ability to 
work for longer time and develops working ability and health of staff, as well as, functionali-
ty, atmosphere and motivation at workplace. The actions that are fulfilled within Workplace 
health promotion are development of work and working environment, improvement of func-
tionality of working community and working organizations, as well as, promoting health and 
professional skills of employees. (Finnish Institute of Occupational Health 2014, 2015; Suon-
tausta, Tyni 2005) 
 
Employees need day-to-day sufficient physical, mental and social performance skills, in order 
to cope with the work assignments. With good occupational wellbeing the employee is more 
likely to be more satisfied and committed to his or her work, encouraged to put an effort 
more and the productivity and quality of results are more likely to become better. From indi-
vidual’s perspective it means better overall health and wellness, satisfaction with quality of 
life and high-class old age pension. From employer’s perspective it means competitiveness of 
organization, higher economical profit and prestige. One way that could help improve occu-
pational wellness at workplace is to organize a recreational programme for employees, which 
has characteristics of Health and Wellness-products and services. Providing products and ser-
vices that successfully second and advance occupational wellness is a quite challenging task, 
as there has to be done an extensive mapping work which will figure out for what kind of ser-
vices there is currently a demand for and for what kind of customers they will be primarily 
designed for. A servicescape has to be versatile, the services that are included in programme 
should bear strong contrast with person’s everyday life and participants’ interests, age and 
physical condition should be taken into account. The employers, who are interested in provid-
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ing their employees with services and products, which could positively affect employees’ oc-
cupational wellness, have stated that they are willing to pay more if they can choose be-
tween different package options and there would be no need for them to take part in tailor-
ing of a programme and choose activities themselves, as they appreciate easiness and acces-
sibility because of own tight schedule. Yet, when the staff is healthy, amount of sickness 
leaves and accidents at work become fewer, amount of effective work time increases and 
productiveness of every individual rises. One euro invested in employees’ occupational well-
ness brings on average about six euros back, so the benefit is sixfold. In Finland, some em-
ployers take care of their staff’s good physical and mental condition by, for example, making 
agreements with service providers or by offering Smartum Liikunta- ja kulttuuriseteli- vouch-
ers. With these vouchers employees can pay, for example, for employees’ visits to cultural 
and sport events, museums, theatres, movies and places where one can go in for physical ex-
ercises. However, the fact, toward which should be paid attention to, is that a momentary 
good feeling does not ensure employee’s permanent occupational wellness, employees should 
be provided with this type of an activity continuously. (Jänkälä, Kangastie, Rahkola, 
Tekoniemi-Selkälä, Tolvanen 2010; Smartum Oy 2015; Finnish Institute of Occupational Health 
2014) 
 
In Finland, there is segmented an additional Health and Wellness tourism’s subdivision which 
is directly related to occupational wellness and it is important to mention it in this context. 
This subdivision is called TYKY-matkailu in Finnish (TYKY = työkykyä ylläpitävä, which means 
‘that maintains working ability’), and will be referred as TYKY-tourism from now on. TYKY-
tourism is a travel associated with the activity that is organized with the co-operation of em-
ployer and employees, the main aim of which is to maintain the working ability of employees. 
Tourism companies organize TYKY-trips that take place outside of workplace. The payer for 
the trips is primarily an employer. TYKY-tourism is concentrated on exercising and uplifting 
general physical fitness form, and it might also include both lectures and seminars on profes-
sional topics, and group assignments, as well as, elements of refreshing activities, such as, 
nature experiences, cultural events, treatments and spa visits. Sometimes, even customers’ 
own meetings are counted in the programme. The length of TYKY-packages vary from couple 
of hours to several days. (Suontausta, Tyni 2005; Matkailun edistämiskeskus 2005) 
 
Finnish TYKY-package, example 1: 
x indoor karting session 
x wood-heated sauna 
x dining 
x alongside indoor karting session, free use of conference room 
duration: ½ day 
price: 70 € per person 
(Kart’ in Club Helsinki 2015) 
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Finnish TYKY-package, example 2: 
Programme example for one day 
09.00 Arrival information, fresh squeezed juice and fruits 
09.30 UKK walk test 
11.00 Relaxation: lecture and practical exercise 
12.00 Measurement of body fat percentage 
13.00 Lunch 
14.00 Day coffee (personal feedback from walk test and measurement of body fat  per-
centage)  
15.30 Water exercises and swimming pool-time      
 
Minimum 10 persons. 
Price: 75 € / person (from Monday till Saturday) 
(Saaristokylpylä Kasnäs 2015) 
 
Finnish TYKY-package, example 3: 
Programme example for two days 
x price: starting from 260 € per person 
x 1st day 
10.00 Opening of the day / Vierumäki smoothie 
-info, contents and goals of the programme 
11.00 Survey for physical condition 
12.30 Lunch 
13.30 Feedback on physical condition survey 
14.30 Heart rate exercises 
16.00 Day coffee / fruit 
16.30 TRX-exercise / stretching 
- workout-time 
17.30 Swimming time 
19.00 Dinner 
 
 
x 2nd day 
08.00 InBody - body composition analysis 
09.00 Breakfast 
09.30 Forest Yoga 
10.30 Inbody analysis’ feedback + lecture on nu-
trition 
11.30 Lunch 
 
(Vierumäki 2014) 
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4 Research part 
4.1 Research methodology 
The aim of this thesis is to develop a new kind of Health and Wellness-package for groups of 
international business tourists. During the research part, thesis’ writer investigates what kind 
of services business customers need during their stay and she tries to find out how much they 
actually end up using Health and Wellness-services at the moment. Summarizing previously 
described information about business tourism and travel and occupational wellness, it can be 
concluded that present business world expects that employees can and are ready to travel in 
order to ensure own company’s success, and a company is more likely to achieve better re-
sults in its field when it sees its employees as the most important resource. The operation of 
company will more likely become more profitable if the staff feels healthy and motivated. 
One of the ways that could help employees to feel more healthy and motivated, is to offer for 
them services that can enhance their physical and mental health and well-being. Because of 
the current economic situation in the world, it is understandable that, at the moment, it is 
quite challenging for employers to find extra money which could be used on organizing trips 
for employees with the sole purpose to improve their health and wellness; but as nowadays 
the business world includes a large number of business trips, it would be a mutually worth-
while situation for both sides if employees could be allowed to enjoy some Health and Well-
ness-services during their hard and stressful trips. As mentioned previously that most often 
Health and Wellness-services are offered as a package, thesis writer will develop a new kind 
of service package that can be freely used by tourist product providers in the future. This 
service package will be primarily designed for groups who are traveling because of business 
purposes, as groups are more likely to stay longer at the destination than individual business 
travelers and thus, probably they have more time in use to be involved in other activities 
than only those which are directly related to their work. 
 
Qualitative research is used as a research method for this thesis. Qualitative research is “a 
research strategy that usually emphasizes words rather than quantification in the collection 
and analysis of data”. Simpler said, qualitative research concentrates on an interpretation of 
common qualities and features of entities by analyzing texts and images, whereas quantita-
tive research concentrates on collecting numerical data and compares results with paying at-
tention to differences in amount. Qualitative research intends to answer questions why and 
how and, therefore, it is typical for a qualitative research method to examine small number 
of instances thoroughly, which allows the researcher to gain in-depth understanding of the 
topic. The verbal form of scrutiny is used instead of statistical. The research results are usu-
ally quite subjective, as they are researcher’s interpretations on findings and reflect re-
searcher’s personal and extroverted features. However, the final target that the researcher 
seeks, is to be able to generate statements which could be generalized. (Hammersley 2013; 
Flick 2014) 
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For a data collection method semi-structured interviews were chosen and a list of questions 
that were used during the interviews can be found in Appendix 1. Before realization of an ac-
tual interview, thesis’ writer carried out a test interview with one hotel employee in order to 
try out, whether interview questions were understandable and functional. The results of this 
test interview are not included in the research analysis. Thesis’ writer decided to interview 
hotels for her research part, as hotels are almost without exception one of the sides who are 
involved in the supply of Health and Wellness-packages. The hotels that were interviewed 
were strategically selected so that they per se have some Health and Wellness-services avail-
able at hotel itself, or hotels are additionally involved in co-operation with service providers 
who have above-mentioned services. Moreover, for the interviews were chosen hotels that 
receive both leisure and business tourists. Four different hotels took part in the interview 
process: Cumulus Airport, Rantasipi Airport, Scandic Simonkenttä and Radisson Blu Plaza Hel-
sinki. Table 1 briefly presents all these four hotels, where they are located, how many rooms 
they have, what kind of facilities are available, as well as, specifically what kind of Health 
and Wellness-products and services are available and, in addition, in what kind of a position 
person, who was interviewed, is working. 
Name of 
hotel 
Cumulus Airport Radisson Blu Pla-
za Helsinki 
Rantasipi Airport Scandic 
Simonkenttä 
Location Robert Huberin tie 6 
01510 Vantaa (18,9 
km to center of Hel-
sinki, 3,9 km from 
Helsinki-Vantaa air-
port)  
Mikonkatu 23 
00100 Helsinki (0 
km to center of 
Helsinki, 20,0 km 
from Helsinki-
Vantaa airport) 
Robert Huberin tie 4 
01510 Vantaa (18,8 
km to center of Hel-
sinki, 4,0 km from 
Helsinki-Vantaa air-
port) 
Simonkatu 9 
00100 Helsinki (0 
km to center of 
Helsinki, 20,0 km 
from Helsinki-
Vantaa airport) 
Rooms 291 302 278 360 
Facilities Restaurant, lobby 
bar,  free WiFi, room 
service, conference 
rooms, business cor-
ner, lift, laundry ser-
vice, small shop in-
side hotel, playroom 
for children, luggage 
storage, ironing 
room, free scheduled 
airport shuttle bus, 
in-room safety boxes 
Restaurant, 
lounge area, free 
WiFi, room ser-
vice, conference 
rooms, business 
corner, lift, park-
ing facilities, 
laundry services, 
small shop inside 
hotel, take-away 
breakfast 
Restaurant, lobby 
bar, free WiFi, room 
service, Congress 
Center (excellent 
conference rooms), 
business corner, lift, 
parking facilities, 
laundry services, 
small shop inside 
hotel, playroom for 
children,  free 
scheduled airport 
shuttle bus, ironing 
room 
Restaurant, lobby 
bar, WiFi, room 
service, confer-
ence rooms, lift, 
garage, small 
shop inside hotel, 
playroom for chil-
dren during sum-
mer time 
Health and 
Wellness- 
products 
and  
services 
Sauna, gym, bike 
rental, possibility to 
buy different packag-
es to Flamingo Spa 
(possibility to use 
swimming pool of 
Rantasipi Airport) 
Sauna, fitness 
room, back and 
foot massagers, 
yoga mats, stress 
balls, Wake-Up 
lights, bike rent-
al, possibility to 
buy tickets to 
gym and natural 
cosmetic products 
in the hotel 
Swimming pool, sau-
na, possibility to buy 
different packages to 
Flamingo Spa (possi-
bility to use gym of 
Cumulus Airport) 
Sauna, fitness 
room, possibility 
to loan bike and 
poles for Nordic 
walking, possibil-
ity to buy tickets 
to Motivus-fitness 
center 
Position of 
interviewed 
person 
Shift manager of re-
ception, receptionists 
Service manager Shift manager Shift manager of 
reception 
  Table 1: Basic information about hotels 
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4.2 Research results 
The research showed that, outside of the holiday periods and during the weekdays, 80 per 
cent of hotels’ customer base consists of business travelers and tourists. During the holiday 
periods and weekends, the customer base is consisting mainly of leisure tourists and travel-
ers, for example, families with children, as well as, couples. Overall, about 60 per cent of the 
customers are international foreigners who come from every part of the world, however, the 
research showed that hotels receive quite often customers from Scandinavia, Netherlands, 
Germany and Russia. Business tourists and travelers are staying usually from one to two 
nights, sometimes even couple of weeks, but this kind of cases happen remarkably less often. 
Usually, business customers come from Finland, Sweden, Great Britain, USA and Germany. For 
the most part, business customers’ bookings for the accommodation are made directly 
through sales centres and customers do not use services of travel agents, because many or-
ganizations have special contract prices with hotels.  
 
All of the interviewed hotels have some kind of Health and Wellness-products and services 
available. Every one of them has saunas, which are either available all the time or on certain 
time. Quite often they can be also booked for private use. Likewise, some of the hotels have 
gym, fitness room or swimming pool. Radisson Blu Plaza Helsinki has many Health and Well-
ness-services, as in addition to sauna and fitness room, hotel’s customers have an opportunity 
to rent a bike, enjoy back and foot massagers, yoga mats, stress balls, try out Wake-Up lights, 
as well as, to buy natural cosmetic products in the hotel. The hotels that are located near the 
airport are involved in the co-operation with Flamingo Spa and they sell different packages 
there, and customers can decide themselves whether they are interested in visiting aquapark, 
spa side or both. The hotels that are located in the center of Helsinki are involved in the co-
operation with gyms, several are doing co-operation with private entrepreneur - masseurs, 
when it means that these masseurs are contacted when customer is willing to use massage 
services at the hotel and usually it can be arranged successfully if the person is contacted at 
least 24 hours in advance. In the near future, none of the hotels are planning to establish new 
co-operation partnerships, which can be explained on the other hand by the fact that all of 
the hotels that were interviewed during the research are part of bigger hotel chains, when 
decisions on the co-operation partnerships come from the superior direction. As the research 
shows, several nationalities, as for example, Americans, Russians and Indians are the ones 
who express most often interest toward Health and Wellness-services. The most requested 
services that hotels are missing out are spa and massage services (that could be used at any 
time), as well as, proper gym environment and swimming pool if the hotel does not have 
those. 
 
 26 
Business tourists and travelers appreciate when a hotel has functional free wi-fi connection, 
restaurant and bar services, as well as, parking opportunity. Certain hotels become selected 
because of their special features, such as, business corner, conference rooms, or even a Con-
gress Center, as in the case of Rantasipi Airport or when a hotel has some Health and Well-
ness-services in free use, such as gym, available on the spot. When talking about Health and 
Wellness-services, the most used services are sauna and gym, naturally because those are the 
ones that hotels usually have. Most often sauna services are used by Finnish customers, be-
cause they are very familiar with that, but among international customers interest is rising 
constantly because of willingness to experience something new, as saunas are not that com-
mon in other parts of the world. 
 
Three out of four hotels stated that they receive groups of business tourists or travelers. All 
of these three hotels receive this kind of groups constantly, on average every hotel receives 
business group once per month. The size of group varies, sometimes a group consists of 10 
persons, sometimes even whole hotel can be booked almost entirely for the use of one specif-
ic group. This situation usually happens when there is some big conference or exhibition, or, 
for example, sporting event. The length of stay varies as much as the size of group, nonethe-
less, relatively popular length is from two to five nights. For the most part, group bookings 
for the accommodation are done either by the group leader or representatives of companies. 
More sparsely, services of travel agents, who are specialized on business trips, are used, usu-
ally only if in question is a really big international group, as for example, an athletic club. 
Quite often, alongside the reservation of accommodation, business groups wish to reserve 
conference rooms, for running personal meetings there, and usually lunch is ordered along 
with the meeting. There has been requests which emphasized that that lunch in question 
should include healthy and balanced rations. Arriving guests are usually interested to visit 
some attractions, but because of the tight schedule, they usually ask how to get to some spe-
cific ones and do not take part in any excursion. Private sightseeing tours are booked very 
rarely for groups, but these cases are, however, not totally excluded. The research showed 
that single group members of business groups inquired about the availability of Health and 
Wellness-services; but group bookings for the use of these services, when every group mem-
ber takes part in them, are done not so often. However, the most requested services by single 
group members are massage and day spa-services.  
 
Every hotel representative emphasized that he or she sees Health and Wellness-products and 
services as potential growing market and it is worth of investing in the future. They agreed on 
noticing that people are constantly paying more attention to personal health and well-being, 
but as the research showed, during the business trips the schedule is so tight that it results 
into the fact that currently Health and Wellness-products and services are used mostly by lei-
sure tourists and travelers rather than by business tourist and travelers. Some hotel repre-
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sentatives emphasized that they believe that Medical tourism’s products and services might 
become even more popular than Health and Wellness-products and services. It is possible that 
business tourists and travelers are not even interested to find out what kind of services are 
available, because they are aware per se that they will not have an opportunity to use them. 
Naturally, during the downturn in the economic world it is futile to expect people to spend 
money on anything but essential things, even if it concerns personal health and well-being. 
However, every hotel representative expressed readiness to react quickly on new trends and 
try out new Health and Wellness-services and products if they seem promising enough and not 
chancing too much hotel’s success. After all, every hotel wants to have special feature that 
will be economically profitable and, at the same time, which will help hotel to stand out 
among others in the market. 
 
4.3 SWOT-analysis 
SWOT-abbreviation stands for Strengths, Weaknesses, Opportunities and Threats. SWOT-
analysis is a simple tool with the help of which the researcher can assess own research results 
from different points of view, by examining internal influential factors and dividing them into 
strengths and weaknesses; even as, external factors are examined and divided into opportuni-
ties and threats. Strengths and weaknesses are usually the current influential factors, and 
threats and opportunities are the ones that can affect in the future. Next will be presented 
SWOT-analysis on the research results of this thesis. (Opetushallitus 2015) 
 
The strengths are that every hotel representative is aware and acknowledges the fact that 
there is a demand for Health and Wellness-services and products which results into the fact 
that in every hotel there is at least three different products and services available. Also, ho-
tel representatives expressed readiness to try out and increase amount of services and prod-
ucts in question if new promising objects appear in the market. As the space in every hotel is 
already in good use, it means that hotels should contract external organizations, and so, 
there would be no necessarily need for hotels to increase the number of employees and use 
money for the organization of education sessions for old employees. Furthermore, there is no 
need to invent completely new products and services, as there are some products and ser-
vices which are known and used among Finnish people, but which are not, almost without ex-
ception, included in currently offered Health and Wellness-packages (reference to chapter 
2.4 Health and Wellness-products and services). Finland has high level of health care services 
and wellness technology, both of which can be well utilized in this case.   
 
The weaknesses are that unfortunately some of the Health and Wellness-products and ser-
vices will never be available all the time in hotels, as for example, proper swimming pool 
premises. That derives from the fact that during the construction of hotels swimming pool 
premises were not originally planned, and nowadays it would be too challenging to start reno-
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vating and adding new premises, as it would mean that the hotels should abjure on some oth-
er premises. In addition, as thesis’ writer already emphasized her intentions on developing 
package specifically for business tourism’s groups, it is still obvious that as business trips are 
organized and paid by employer, occupational wellness of employees is not taken into ac-
count that much, which explains the fact that the demand among both individual business 
travelers and business group tourists toward Health and Wellness-products and services is rel-
atively low. 
 
The opportunities are that employers will acknowledge how much they can benefit from hav-
ing healthy, committed and motivated employees and will invest in organizing some pro-
gramme during business trips, during which employees could be involved in activities that 
could enhance their personal health and well-being, and thus positively affect employees’ 
feeling about occupational wellness. Finland as a country is easily accessible and, combining 
previously mentioned statistics, and collected information during the interviews, it can be 
concluded that Finland receives, in respect of its size, quite a lot of tourists and travelers, 
both leisure and business, as well as, business groups, so there is enough of potential custom-
er base who could be still attracted. Also, the extant customer base can be convinced to use 
only certain hotel’s services, if there would be introduced diversified and renewed service 
and product assortment for them. None of the factors have so far indicated that the situation 
with inbound business tourism would take a different turn for now. 
 
The threats are that hotels will be too afraid to try out adding new services and products to 
their assortment, because of the anxiety that those products and services will not sell them-
selves and it will turn out to be too expensive and unreasonable experiment for the hotel. 
Moreover, employers might remain consciously oblivious for the facts, how much they could 
gain with organizing programme for employees that furthers occupational wellness, because 
of the fear for spending too much money on the “unnecessary” things. It is possible that cus-
tomers will not want to try available Health and Wellness-services and products because they 
are quite expensive in Finland, and customers will prefer to travel to some other country, for 
example, Estonia, where the price level is lower than in Finland and assortment of products 
and services multicoloured. However, thesis’ writer feels that previously presented opportu-
nities will overcome above-mentioned threats and uniqueness of Finland as a country and the 
selection of interesting tourism services and products will work as pull-factors for travel here. 
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5 Health and Wellness tourism package for business tourists 
According to thesis’ writer, at the moment, the supply of Health and Wellness-products and 
services is concentrated too much on providing customers with wellness products and services 
and the health side of package is quite forgotten. She thinks that if the health side of Health 
and Wellness-products and services would be more accentuated in Finland, it would attract 
new customers and also differentiate Finnish assortment of tourism products and services. 
Thesis’ writer believes that particularly if earlier in this thesis presented innovative products 
(reference to chapter 2.4 Health and Wellness-products and services) would be added to the 
assortment of Finnish Health and Wellness-products and services, it would help to win over 
new customers in the market. All of those innovative products do not only bring momentary 
good feeling, but should improve person’s physical condition for longer time. As it turned out 
during the research, business groups have very tight schedule during their stay, so it is most 
likely that the only possible way for them to try out and enjoy Health and Wellness-services 
and products during the trip, is to include those services to fit the schedule around work 
meetings, conferences and so on. Besides, it is highly important to remember not to under-
state importance of rest and sleep. As mentioned earlier, employers, who are at the same 
time payers for business trips, appreciate when there is available different package options 
and they can just choose between them, with no more participation in a tailoring process of 
the programme. Easiness and accessibility are the factors that will attract buyers, because 
usually they have very tight schedule which restricts options. That is why next will be pre-
sented Health and Wellness-package example designed primarily for the use of groups of in-
ternational business tourists. This package can be freely used partly or in its entirety by ser-
vice providers and hotels in the future. 
 
Thesis’ writer’s Health and Wellness tourism package: 
Day 1: 
morning time: 
x breakfast at hotel 
x running meetings, attending conferences etc. 
x comprehensive medical examination / individual consultation with doctor and/or die-
titian 
x light lunch 
afternoon: 
x taking bus excursion around Helsinki (“traditional” excursion by taking different 
routes through centre of Helsinki, around Kaivopuisto park, possible visits to Helsingin 
tuomiokirkko, Sibelius monument, Temppeliaukio Church - Rock Church / visits to 
specific sights according to group’s wishes), own guide - duration 1,5 -2 h 
x visit to Haltia and/or national park Nuuksio 
x dinner in traditional Finnish restaurant 
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Day 2: 
morning time: 
x breakfast at hotel 
x running meetings, attending conferences etc. 
x light lunch 
afternoon: 
x enjoying class of Method Putkisto / SaunaYoga (in spa premises) - duration 30 min 
x enjoying time in spa premises (spa premises in private use of group) - duration 2 - 3 h 
o possibility to try out peat treatment / Kalevala’s method of limb reparation 
o medical massage / anti-stress massage (availability of other types of specific 
massage should be requested beforehand) 
o time to swim 
o time to enjoy sauna 
o time to enjoy hydrotherapy 
x during spa visit, available healthy Tapas-snacks and smoothies  
x dinner at the hotel, in private premises 
Package should be customized according to customers’ needs and wishes including lectures 
on, for example, nutrition, importance of physical activity, occupational wellness, social ex-
ercises. If customer stays for longer period, activities can be sprinkled to more days, so the 
days will not be that intensive. If work meetings and others take more time, some of the ac-
tivities can be weed out. The transportation between all the destinations should be arranged, 
in order to, make moving as easy as possible and save time. The information about available 
Health and Wellness-services and products should be easily accessible and, for example, as it 
became clear that all of the hotels have lots of contracts with different companies, customers 
should be provided with information about available services and products at the early stage 
of contracting.  
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6 Conclusions 
Gained information during the theory part shows that Health and Wellness tourism sector is 
one of the major tourism sectors worldwide, which grows all the time and has a lot of poten-
tial in the near future. As it was previously pointed out that, at the moment, the supply of 
Health and Wellness-products and services in Finland is mainly concentrated in the areas of 
Lapland, region of Kuusamo, Åland, Northern Savonia and Ostrobothnia, it is clear that cer-
tain actions need to be taken in order to change the situation. Thesis’ writer feels that earlier 
presented package suggestion is one way that could help to extend the supply of these prod-
ucts and services around Finland, and hence, develop Health and Wellness tourism sector fur-
ther. Especially, as the presented package is primarily addressed for the use of groups of in-
ternational business tourists; thesis’ writer believes that this package will avail the supply of 
Health and Wellness-products and services particularly in the Helsinki metropolitan area, as it 
for now remains to be the region that attracts most of the business travelers and tourists.  
 
However, the question that still remains unsolved is who is going to be the payer for purchas-
ing this kind of package. Idealistic would be a situation when the payer for the package would 
be an employer, for as it was earlier already brought up, how much benefits it brings for the 
organization when its employees are feeling healthy and well-being. As the research showed, 
the occupational wellness is an important topic which has to be taken into account in a prop-
er amount and the significance of it should be acknowledged. But in the case of refusal of 
employers to provide their employees with Health and Wellness-products and services during 
business trips or a recreational Health and Wellness-programme at another time; what will be 
the actual demand for this package? It is hard to predict whether business travelers and tour-
ists will be interested to try out these services and products in question during their business 
trips, or are people much more interested to become involved in this kind of activities during 
their leisure trips. As there are so many factors that have an effect on above-mentioned cir-
cumstances, this could be a concern for further research. 
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 Appendix 1 
 
Appendix 1: Interview questions 
Interview questions 
 
1. Could you tell me about your customers? From what countries do they come from? Do you 
receive more leisure or business travelers, what is the ratio between those two? 
 
2. What kind of Health and Wellness-products and services your hotel offers? What services 
are most often used? Have you received customer feedback that your hotel is missing on 
certain services? Could you specify if there is a certain nationality who has shown more 
interest in Health and Wellness-products and services than others? 
 
3. Is there co-operation between your hotel with service provider that offers Health and 
Wellness-products and services? 
- If yes, with who, what services they have? 
- If no, have you considered such co-operation? 
 
4. Could you describe a typical stay of business travelers? What is the average length of stay? 
From which countries do they come from? What services do they use? 
 
5. Do you receive professional groups? 
- If yes, what is the usual size of the group? 
- What is the average length of group’s stay? 
- How often do you receive groups? 
- How these groups visits are organized usually? Via travel agent or direct company book-
ing? 
- If no, you can proceed to question number 8 
 
6. What kind of services are included in group trips? For what kind of additional services, 
apart from accommodation, has there been demand for? Both inside and outside of your 
hotel. 
 
7. Has there been inquiries from group members about Health and Wellness-services that 
your hotel offers? 
-If yes, what kind of services are most requested ones? 
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8. Do you work with travel agents who are specialized on business trips? 
- If yes, can you say few words about your cooperation? 
- If no, what are the reasons? What are the prerequisites for groups to come? What do you 
think your hotel needs to do in order to attract more groups? 
 
9. What do you think is the future of Health and Wellness-services? Will people be more con-
cerned and thus use more services in question more often in the future? 
- If yes, what does your hotel do to address future demands? 
 
 
